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            초록
          
        

        
          The purpose of this study was to investigate users’ acceptance of leisure-based metaverse contents by applying the Technology Acceptance Model (TAM), and to provide strategic implications for enhancing user experience and expanding the practical use of metaverse-based leisure activities. The model was extended to include multidimensional consumer innovativeness—functional, hedonic, social, and cognitive factors—as external variables influencing perceived usefulness and perceived ease of use. A total of 243 valid responses were collected through convenience sampling from participants who had experienced metaverse content as a leisure activity. The data were analyzed using SPSS and AMOS. The results are as follows. First, functional innovativeness had a significant effect on both perceived usefulness and perceived ease of use. Second, hedonic innovativeness did not have a significant effect on perceived usefulness, but had a significant effect on perceived ease of use. Third, social innovativeness had a significant effect on perceived usefulness, but did not significantly affect perceived ease of use. Fourth, cognitive innovativeness had a significant effect on perceived ease of use, but not on perceived usefulness. Fifth, perceived ease of use had a significant positive influence on perceived usefulness. Finally, both perceived usefulness and perceived ease of use had significant effects on acceptance intentions. These findings offer practical insights into the differentiated roles of consumer innovativeness dimensions in shaping perceptions of metaverse technology and provide a foundation for strategic user-centered design in the leisure-based metaverse domain.
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